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Abstract
The purpose of this study is to enquire the gratifications of Social Media Networks (SMN) among the Library &
Information Science (LIS) students of Panjab University, Chandigarh. The study is based on survey method and
convenience sampling has been used for data collection along with a close-ended questionnaire. A total of 43 valid
responses have been recorded in which 74.4% students are female and remaining 25.6% are male. The highest
gratification has been shown towards privacy concerns where students agreed over controlling the privacy setting on
SMNs (M=4.33) and provide limited personal information to avoid misuse (M=4.30). The lowest gratification is mainly
towards self-discourse where students refuse to write long posts about themselves on social media (M=2.77) and hesitate
to disclose intimate and personal things through social media networks (M=2.60).
Keywords: Social Media Networks; LIS students; Use & Gratification; Panjab University; Chandigarh.
Introduction
Over the past decade, we’ve observed the rapid explosion and ubiquitous adoption of a new way of information
technologies, usually acknowledged as social media. Social media platforms, with huge universal following, are
providing myriad dimensions of information sharing and liberty of expression to the whole world. As of January 2021,
Facebook has 2740 million, YouTube has 2291 million, WhatsApp has 2000 million, Instagram has 1221 million,
WeChat has 1213 million, Twitter has 353 million, LinkedIn has 562 million active users (www.statista.com) and it is
continuously increasing.
All such SMN platforms are also using for maintaining the relationships between the like-minded people and establish
a connection between them in a virtual world, mostly based on their similar interests. (Boyd & Ellison, 2007). Social
networks are “explicit representation of the relationship between individuals and groups in the community” (Finin et
al., 2005). Raacke & Raacke (2008) said SMNs offers a simulated platform of similar-minded people where they
communicate, share and discuss their thoughts, interests and feelings together and SMN profiles of the users are focal points of their presence on social networking (Dunne et al., 2010). Every SMN user is encouraged to keep their profile
up-to-date with regards to their personal, professional, social and cultural information such as display picture,
educational status, career status, daily life updates, relationship status, personal celebrations, etc. Briefly we can say,

the profiles made on social media network platforms are actual sketch of concerned SMNs users and students are also
the part of this social cum virtual world.
The students in higher educational institutions (HEIs), are excessively using SMNs and in different manners. It reflects
their personality through social media profile. In this context, many researches distillate overwhelmingly on profile
pages of the users, such as how they connect with their near and dear, how they transfer information to others, how they
represent themselves on their personal profile page on SMN (Liu, 2007; Boyd & Ellison, 2007; Boyd, 2008; Tong et
al., 2008). In the present study, the authors are trying to assess the gratification of SMN among the students of library
and information science only. It is being tried to enquire about the gratifications with regards to the different aspects,
such as enjoyment, information, privacy, self-esteem, self-understanding, self-discourse, and continuance intentions
among the LIS students of the Panjab University Chandigarh.
Literature Review
Kim & Kim (2019) in their study entitles “Facebook versus Instagram: how perceived gratifications and technological
attributes are related to the change in social media usage” identified the technology attributes (recommendation
algorithm, openness, simultaneousness, visual elements) and common gratifications (browsing, need for recognition,
social interaction, entertainment) of Instagram and Facebook. The study found that value of passing time (t {612} =
7.40. p <.001) and social interaction (t {612} = 19.29, p <.001) were more on Facebook instead of Instagram, which
was clearly indicated that respondents were keener to use the Facebook than Instagram to interact with others and
fleeting their relaxation time. The correlation results in this study showed that almost all the gratifications were
positively correlated with the attributes of technology in the case of both, i.e., Instagram and Facebook, except the
relationship between privacy settings and passing the time for Instagram and between the need for recognition for both
the platforms. The authors suggested in this study that Instagram represents the optimization for self-presentation, and
Facebook poses a social interaction-centered medium. Kim, Lee, and Contractor (2019) conducted a study entitled
“seniors’ usage of mobile social networking sites: applying theories of innovation diffusion and uses and gratifications”
to investigate the use of mobile SNS by seniors through the application of U&G theory and diffusion innovation was
significantly influenced site attachment (t = 7.244, β=0.428, p < 0.001) & authentic experience (t = 7.787, β=0.447, p <
0.001). On the other hand, uses and gratification has substantial effect on-site attachment (t = 5.076, β=0.314) &
authentic experience (t = 6.799, β=0.371, p < 0.001). Furthermore, the researchers found that intent for continuing use
was strike by the authentic experience and site attachment too. Overall, the result of this study indicated that the effect
of both, i.e., U&G and innovation diffusion, was higher on authentic experience than on-site attachment.
Rotiko & Choi (2019) explored the recurrent use of social networking sites, particularly Facebook, by using the
gratification discrepancy approach in their study entitled “Over-gratified, under-gratified, or, just, right? Applying the
gratification discrepancy approach to investigate recurrent Facebook use”. The study found that boredom relief and
entertainment (M = 4.15) and (M = 4.15) respectively, was highest reported gratifications and mean discrepancy score
indicated that people obtained less gratification than expected, i.e., 55.5% users had confident discrepancy (i.e., GS
exceed GO), 28.7% users had an adverse divergence scores (i.e., GO exceeded GS) and remaining 15.7% of users had
neutral discrepancy. The authors said that the gap between what people obtained and seek from Facebook consistently
predicted, and the habit has a positive association with several Facebook visits daily. Hossain (2019) examined the usage
intention of the Facebook users through U&G along with some other multiple mediation effect in his study entitled
“effect of use and gratifications on social media use: the Facebook use with multiple mediator analysis.” Author

collected the data through online survey method by using a structured questionnaire from 241 respondents. This study
found that U&G has a noteworthy confident effect on uses habit (a1 = 0.76, p <0.001) and habit also had a positive
influence on usage intention (b1 = 0.27, p <0.005) which clearly indicated that gratification leads to habit that is likely
to recurrence the usage intention. Furthermore, the results showed that UGT has positively influenced the subjective
norms (SN) (a2 = 0.65), and SN has positively affected the usage intention. Hence the author summarized that U&G
theory had a substantial direct consequence on usage intention of Facebook. Throuvala and others (2019) investigated
the values, motivations, and uses, which are attributed to screening time and use of SNS by youths in this study entitled
“Motivational processes and dysfunctional mechanisms of social media use among adolescents: A qualitative focus
group study.” The study found that the favorite platforms of the adolescents were Snapchat, Instagram and YouTube
instead of Facebook and the majority of them having a 2nd isolated account on Finstagarm to communicate with their
close friends in a very intimate way to maintain their privacy. Adolescents use social media as a tool of counteracting
boredom and perceived Snapchat as an “inner circle,” which provides the opportunity to discuss personal matters with
friends. Moreover, Instagram was preferably used for sharing daily life moments in a more sophisticated way.
Mouakket (2019) examined the extrinsic and intrinsic gratifications with regards to the use of Mobile Instant Messaging
(MIM) that determine their continuation inspiration to use the same & how word of mouth is influenced by this use in
his study entitles “The influence of intrinsic and extrinsic gratifications on continuance motivation mobile instant
messaging: The United Arab Emirates context.” The data were collected from 596 students from the different colleges
of the university through a questionnaire and analysis was done by using SPSS and AMOS. The study found the intrinsic
gratifications as a significant predictor of continuance motivation which was represented by the entertainment (β=0.221)
which represents that students use MIM to escape from boredom or engage in pleasant activities. On the other hand,
perceived usefulness is the only factor in extrinsic gratification, which motivates students to use MIM. Further, this
study found the robust effect of continuation enthusiasm on word of mouth which shows the possibilities of the
endorsement of MIM applications to others for use. The author summarized that the students’ use of MIM for hedonic
motives instead of functional ones and continuance motivation was strongly influenced by the perceived usefulness
(β=0.399). Kumar & Shokeen (2020) explored the use and gratification of social media networks among Library and
Information Science students of University of Delhi and found that 86.3% students were using SMNs every day. Authors
found higher gratification toward privacy concerns where 86.5% students agreed that they are aware of privacy setting
on social media networks. However, lower gratification was found toward self-esteem and self-enhancement and LIS
students of University of Delhi.
Objectives of the study
The main aim of this research is “to enquire the gratification of social media networks by the LIS students of Panjab
University, Chandigarh.” However, the allied research objectives of this survey were set up as follows:
1. To find out the gratifications of social media with regards to entertainment and enjoyment.
2. To find out the gratifications of social media with regards to informative values.
3. To find out the gratifications of social media with regards to privacy, social understanding and social values.
4. To find out the gratifications of social media with regards to the self-esteem, self-enhancement, self-discourse
and continuation intention.

Research Methodology
This survey research reported in this paper used a questionnaire to collect data, in which, there is total 50 statements on
gratifications of social media networks divided into seven categories i.e., entertainment & enjoyment, informative
values, privacy, social understanding & social values, self-esteem & self-enhancement, self-discourse and continuation
intention. Data were collected form a total of 43 students by personally visiting the department of library & information
in Panjab University, Chandigarh. The analysis was made using the Statistical Package for Social Sciences (SPSS )
©

version 20.0. Microsoft© Excel Spreadsheet 2019 was used to refine the data presented into tables. Convenience
sampling was used for selecting the sample. Out of total 43 respondents, 32 (74.4%) are female and remaining 11
(25.6%) are male. And the course-wise distribution of the respondents was such that 23 (53.5%) respondents were
pursuing M. L. I. Sc. at the time of data collection, 17 (39.5%) were pursuing B. L. I. Sc. and 3 (7%) were PhD scholars.
Data analysis & discussion
Table 1: Gratification regarding Entertainment and Enjoyment
Strongly
Statements

Agree
N (%)

Social media networks allow me to have some light
moments with friends
Social media networks help me to relax
I feel using social media networks is a good and healthy
way to spend my time
The whole process of using social media networks is
pleasant joy-giving

6 (14)

2 (4.7)

4 (9.3)

2 (4.7)

Agree Neutral Disagree
N (%) N (%)
28
(65.1)

6 (14)

21

14

(48.8)

(32.6)

14

20

(32.6)

(46.5)

16

20

(37.2)

(46.5)

N (%)

2 (4.7)

Strongly
Disagree Mean Std.
N (%)
1 (2.3)

3.84 .814

5 (11.6) 1 (2.3)

3.42 .852

3 (7)

2 (4.7)

3.35 .923

5 (11.6)

-

3.35 .752

Table 1 reveals the gratification regarding entertainment values among the students, and it was found that 28 (65.1%)
students agreed that social media networks allowed to have some light moments with a friend (M=3.84, SD ±0.814).
Social media networks help the students to relax (M=3.42, SD ±0.852). 32.6% students agreed to the statement ‘I feel
using social media networks is a good and healthy way to spend my time’ (M=3.35, SD ±0.923). Whole process of using
social media networks is pleasant joy-giving (M= 3.35, SD ± 0.752) where 37.2% students agreed to it, however 46.5%
students had a neutral opinion on the same.
Table 2: Gratification regarding Informative Values
Strongly
Statements

Agree
N (%)

Social media networks provide information quickly and
easily
Social media networks help in learning

18 (41.9)

12 (27.9)

Agree Neutral Disagree
N (%) N (%)
21
(48.8)
28
(65.1)

N (%)

Strongly
Disagree Mean Std.
N (%)

3 (7)

1 (2.3)

-

4.30 .708

3 (7)

-

-

4.21 .559

Social media networks help us to share useful information
with others
Social media networks help in learning about the latest
happenings around the world
Social media networks improve efficiency to share and
connect with others
Social media networks provide useful information
Acquiring information through social media is within reach
of common men

13 (30.2)

14 (32.6)

14 (32.6)

10 (23.3)

7 (16.3)

24
(55.8)
23
(53.5)
21
(48.8)
23
(53.5)

5 (11.6) 1 (2.3)

-

4.14 .710

1 (2.3)

1 (2.3)

4.12 .851

5 (11.6) 1 (2.3)

2 (4.7)

4.02 .988

9 (20.9) 1 (2.3)

-

3.98 .740

1 (2.3)

3.81 .824

4 (9.3)

24

10

(55.8)

(23.3)

1 (2.3)

Gratifications regarding informative values is presenting in Table 2, where it is cleared that 21 (48.8%) and 18 (41.9%)
students agreed and strongly agreed respectively to the statement ‘social media networks provide information quickly
and easily’ (M=4.30, SD ±0.708). Secondly, social media networks helped in learning (M=4.21, SD ±0.559) where 28
(65.1%) and 12 (27.9%) students agree and strongly agree to this opinion. Thirdly, social median networks help to share
useful information with others (M=4.14, SD ±0.710), here, 24 (55.8%) students agreed against this opinion. Fourth,
Social media networks help in learning about the latest happenings around the world (M=4.12, SD ±0.851) and with
this opinion, 23 (53.5%) users agreed and 14 (32.6%) strongly agreed with it. After these opinions, the tendency of the
gratification regarding informative values among the students was decreased, such as social media networks improve
efficiency to share and connect with other (M=4.02), social media networks provide useful information (M=3.98) and
acquiring information through social media is within reach of common men (M=3.81).
Table 3: Gratification regarding Privacy Concerns
Strongly
Statements

Agree
N (%)

I control my privacy settings so that only friends can see
my information
I provide limited personal information on my profile to
avoid misuse

18 (41.9)

21 (48.8)

I am aware of the privacy settings on social media networks 14 (32.6)
Social media network providers should not sell personal
information
Social media networks provider should have secured
privacy policies
Social media network providers should have better methods
and ways to detect security threats
I am worried that my personal information could be
provided to third parties by social media networks

20 (46.5)

13 (30.2)

14 (32.6)

12 (27.9)

Agree Neutral Disagree
N (%) N (%)
21
(48.8)
15
(34.9)
23
(53.5)

-

4.33 .644

6 (14)

1 (2.3)

-

4.30 .803

6 (14)

-

-

4.19 .664

1 (2.3)

1 (2.3)

4.12 1.005

9 (20.9) 1 (2.3)

-

4.05 .785

9 (20.9) 2 (4.7)

-

4.02 .859

8 (18.6) 4 (9.3)

-

3.91 .921

(25.6)

(23.3)

18
(41.9)
19
(44.2)

N (%)

-

10

(46.5)

Disagree Mean Std.

4 (9.3)

11

20

N (%)

Strongly

It concerns me that unauthorized people may access my
personal information
I am worried that social media networks may keep
incorrect personal information of users

8 (18.6)

8 (18.6)

24
(55.8)

7 (16.3)

14

13

(32.6)

(30.2)

3 (7)

1 (2.3)

3.81 .906

8 (18.6)

-

3.51 1.009

Gratification of social media networks regarding privacy concerns is presented in table 3 and it was found that 21
(48.8%) and 18 (41.9%) students agreed and strongly agreed on the controlling privacy settings on social media
networks (M=4.33) followed by providing limited personal information on account profile (M=4.30), aware of the
privacy settings on social media networks (M=4.19), social media network provider should not sell personal information
of the users with others (M=4.12), social media networks should have secured privacy policy (M=4.05). 19 (44.2%)
students agreed that they worried about their personal information available on social media could be provided to third
parties. And 24 (55.8%) students agreed to concerns that unauthorized people may access their personal information
(M=3.81).
Table 4: Gratification regarding Social Understanding and Social Values
Strongly
Statements

Agree
N (%)

Social media networks enable me to gain subject
knowledge by sharing it with other fellow friends
Social media networks are an important part of my social
life
Social media networks help in improving communication
skills
Live interaction with friends via social media network gives
me a great feeling
Social media networks help me to maintain a bond with the
community
Social media networks enable me to maintain a strong
personal bonding and connection with friends and family.
Social media networks help me to meet like-minded people

7 (16.3)

11 (25.6)

8 (18.6)

9 (20.9)

5 (11.6)

4 (9.3)

3 (7)

I am proud of sharing things through social media networks 6 (14)

Sharing things with others widen my social circle
I feel socially responsible for participating in social media
networks

2 (4.7)

4 (9.3)

Agree Neutral Disagree
N (%) N (%)
23

12

(53.5) (27.9)
17

11

(39.5) (25.6)
20

11

(46.5) (25.6)
16

12

(53.5)
23

10

15

18

17

(44.2) (39.5)
14

-

3.84 .721

3 (7)

1 (2.3)

3.79 .989

4 (9.3)

-

3.74 .875

3.60 .929

(32.6) (41.9)
19

1 (2.3)

9 (20.9) 5 (11.6) 1 (2.3)

(51.2) (34.9)
14

N (%)

3.63 1.024

(53.5) (23.3)
22

Disagree Mean Std.

5 (11.6) 1 (2.3)

(37.2) (27.9)
23

N (%)

Strongly

18

(32.6) (41.9)

6 (14)

-

3.58 .852

2 (4.7)

1 (2.3)

3.56 .796

5 (11.6)

-

3.49 .883

5 (11.6)

-

3.42 .763

6 (14)

1 (2.3)

3.33 .919

Gratification of social media networks towards social understanding and social values is presented in table 4 which
reveals that 53.5% students agreed that social media networks enable them to gain subject knowledge by sharing it with
others (M=3.84) followed by SMNs are an important part of their social life (M=3.79), SMNs help in improving

communication skills (M=3.74), live interaction with friends via SMNs give great feeling (M=3.63). Students are also
in favor to maintain a bond with community through social media networks (M=3.60) and SMNs enable them to
maintain a strong personal bonding and connection with friends and family (M=3.58). Further, 51.2% LIS students
agreed to the statement ‘social media networks help me to meet like-minded people’ (M=3.56) and students feels proud
of sharing through social media networks (M=3.49). 44.2% students agreed to the statement ‘sharing things with others
widen their social circle’. However, 41.9% students neutral on the statement ‘they feel socially responsible for
participating in social media networks.
Table 5: Gratification regarding Self-esteem and self-enhancement
Strongly
Statements

Agree
N (%)

Communication on social media network websites is easily
available
Social media networks help me to learn and understand
myself and others
Solving problems for others on social media networks give
me a feeling of satisfaction.
Social media networks help to boost my confidence level

I joined social media networks to enrich my social life.
Being popular among peers and being needed makes me
feel that I am an important part of other lives
I joined social media networks to make my presence felt

I joined social media networks to impress others

8 (18.6)

5 (11.6)

4 (9.3)

8 (18.6)

3 (7)

3 (7)

10 (23.3)

3 (7)

Agree Neutral Disagree
N (%) N (%)
29
(67.4)

5 (11.6) 1 (2.3)

15

19

(34.9)

(44.2)

14

19

(32.6)

(44.2)

9

18

(20.9)

(41.9)

11

14

(25.6)

(32.6)

8

13

(18.6)

(30.2)

12

18

(27.9)

(41.9)

4 (9.3)

N (%)

10
(23.3)

Strongly
Disagree Mean Std.
N (%)
-

4.02 .636

4 (9.3)

-

3.49 .827

6 (14)

-

3.37 .846

7 (16.3) 1 (2.3)

3.37 1.047

13 (30.2) 2 (4.7)

3.00 1.024

16 (37.2)

3 (7)

2.81 1.052

3 (7)

-

2.67 .919

18 (41.9) 8 (18.6) 2.44 1.119

Table 5 presents the gratification regarding Self- esteem and Self- enhancement and it is clear from here that 67.4%
students agreed and 18.6% strongly agreed to the opinion of communication on social media network websites was
readily available (M=4.02). After then ‘social media networks help me to understand myself and others’ (M=3.49)
followed by ‘solving problem for others on social media network gives feeling of satisfaction’ (M=3.37) and ‘social
media networks help to boost the confidence level’ (M=3.37). However, lower gratification in this category can be seen
for the statement ‘Being popular among peers and being needed makes me feel that I am an important part of other lives’
(M=2.81) and ‘I joined social media networks to make my presence felt’ (M=2.67). At last, comes the point that social
media network is joined to impress others was not agreed by 18 (41.9%) users and 8 (18.6%) users strongly disagreed
with this opinion.

Table 6: Gratification regarding Self-discourse
Strongly
Statements

Agree Neutral Disagree

Agree

N (%) N (%)

N (%)
I keep my friends updated about my life through the social
media networks
I always feel completely sincere while sharing on social
media networks
My posts are my true feelings, emotions, and experiences
I write and discuss a variety of topics of my interest on
social media networks
People can know my true self through social media
networks
I am open for any comments on social media networks
I often discuss and share my feelings on social media
networks
I usually write fairly long posts about myself on social
media networks
I disclose intimate, personal things without hesitation

6 (14)

2 (4.7)

3 (7)

2 (4.7)

3 (7)

3 (7)

16

14

(37.2)

(32.6)

20

12

(46.5)

(27.9)

14

12

(32.6)

(27.9)

13

13

(30.2)

(30.2)

12

13

(27.9)

(30.2)

8 (18.6)

14 (32.6) 8 (18.6)

1 (2.3) 9 (20.9)
3 (7)

14
(32.6)
18
(41.9)
11
(25.6)

N (%)

Strongly
Disagree Mean Std.
N (%)

6 (14)

1 (2.3)

3.47 .984

6 (14)

3 (7)

3.28 1.008

10 (23.3) 4 (9.3)

3.05 1.112

12 (27.9)

3 (7)

2.98 1.035

9 (20.9)

6 (14)

2.93 1.163

13 (30.2) 5 (11.6) 2.79 1.103

3 (7)

-

2.77 .996

16 (37.2) 6 (14)

2.60 1.050

7 (16.3) 9 (20.9) 10 (23.3) 14 (32.6) 2.42 1.295

Table 6 depicts the gratification regarding self-discourse among the students. Firstly, highest gratification can be seen
against the statement ‘I keep my friends updated about my life through the social media networks’ (M=3.47). Secondly,
comes the observation that ‘I always feel completely sincere while sharing on social media networks’ (M=3.28). Thirdly,
‘My posts are my true feelings, emotions, and experiences’ (M=3.05). Fourth, ‘I write and discuss a variety of topics of
my interest on social media networks’ (M=2.98). Fifth, ‘People can know my true self through social media networks’
(M=2.93). Sixth, ‘I am open for any comments on social media networks’ (M=2.79). Students shows their lower
gratification against the statements ‘I usually write fairly long posts about myself on social media networks’ (M=2.60)
and ‘I disclose intimate, personal things without hesitation’ (M=2.42).
Table 7: Gratification regarding Continuation Intention
Strongly
Statements

Agree
N (%)

I would continue using social media networks

I would regularly use social media networks in the future
too

8 (18.6)

7 (16.3)

Agree Neutral Disagree
N (%)
32
(74.4)
27
(62.8)

N (%)

N (%)

3 (7)

-

8 (18.6) 1 (2.3)

Strongly
Disagree Mean Std.
N (%)
-

4.12 .498

-

3.91 .750

My use of social media networks in the future may
increase

5 (11.6)

18

15

(41.9)

(34.9)

4 (9.3)

1 (2.3)

3.51 .910

Gratification regarding continuation intention is being discussed in table 7. Here it, comes out that students will continue
to use social media network and 32 (74.4%) agreed and 8 (18.6%) strongly agreed with this statement. Secondly,
students said they will regularly use social media networks in the future too, and here 27 (62.8%) students agreed to
withstand 7 (16.3%) strongly agreed with it, and on the possibility of increasing the usage of social media in future, 18
(41.9%) agreed over it and 15 (37.9%) students were neutral with it.
Conclusion
In every aspect of students’ life, such as academic, professional, personal, social, cultural, etc., social media networks
are playing a substantial role and this research is focused on applying the use and gratification theory on all such aspects
among the library and information science students of Panjab University, Chandigarh. LIS Students are found to
persuasively using the SMNs and show their substantial gratification toward different elements of SMNs. Highest
gratification towards informative values and privacy concerns show that LIS students intend to use the social media by
its worth in information access mechanism. They are getting their desired information very quickly which helps them
in learning and sharing it with others. Students are well concerned with privacy features available on social media
network platforms. It has also been observed that students are not much interested in using SMNs for impressing others
and to make their presence socially. They are also not interested in disclosing intimate and personal things and sharing
the personal feelings on social media networks. However, results shows that use of social media networks will increase
in future and LIS students would continue using social media networks.
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